2.

3.

4

o New customers was the least preferred option — chosen by 16% of residence
castomers and 12% of business customers.

Generally speaking, the ranking of options was consistent across virtually all types
of customers ~ including residence and business customers, as well as customers who
currently have cellular pkones or pagers.

However, while the general rank order of the optioas (geographic split first,
followed by specific services, followed by new customers) was consistent across
customer subgroups, there were some differences in the actual proportions
choosing each opton. For example:

>

>

Large business customers are particularly strong proponeats of
geographic split (preferred by 69% of customers in this group).

Amoang residence customers, more educated cuswomers, customers with
higher incomes, and whites are generally more likely than average to
prefer geographic split. On the other hand, customers with less
Hispanics are [ess likely than average w prefer geographic split Kasep in
mind, bowever, that even amoang those subgroups who are “less likely
than average™ to choose geographic split, the proportion preferring
geographic split is sdll higher than the proportdon choosing either of the
other options. (African Americans, who show no song prefercace
among the three options, are the one exception to this ruls.)

In addition to being the most preferred option, geographic split is also perceived as
the fgirgst option for everyons in the staze.

A oml of 54% of residence customers and 60% of business customers believe
that geographic split would be the fairest option.

24% of residencs customers and 24% of business customers choose specific
agrvices us faivest.

17% of resideace cuswomers and 12% of bosiness customers choose new

cussomers as fairest.

The survey results suggest thae the snderiying benefit of geogrephic split is that it

would offer an ares code soiution thet is clear, logicel, and easy t0 understand. Customers
are less likely 10 foel this way about specific services or new customers; what’s mors, each
of these other options is saddled with a significant drewback, according 1o customers.

7 ‘Tha Toyler Grenp, Inc.



For en.mple, in explaining why they would prefer geographic split, 42% of
residence customers and 41% of business customers stated that this option would
be easier to understand, more logical, or less confusing than the other options.
Smaller proportions feel the same way about specific services (among those who
preferred this opdon, 29% of resideace and 30% of business customers offered
these reasons) or new customers (26% of residence and 22% of business
cuswmers).

All customers were also asked to react @ & series of poteatial benefits and
drawbacks for each area code option. And the results suggest that customers in
general feel that the benefits of geographic split outweigh any of its drawbacks.
On the other band. when it comes W specific services and new customers,
customers indicate that certain drawbacks ourweigh the potential benefits of
these options.

> The strongest beaefit of geographic split, according o customers, is that
all customers in a given region would have the some area cods
(meationed as a major benefit by 69% of residence customers and 71% of
business customers). The strongest drawback is that businesses would
need t update advertising and business cards (mentioned as a major
drawback by a smaller 44% of residence and 51% of business customers).

>» The strongest benefit of specific services is that all customers with
sundard telephone service would keep the 203 area code (mentioned as a
major benefit by 52% of residence and 55% of business customers).
However, customers are more likely to feel strongly about a drawback of
this option — the fact that it would offer a emporary solution to the
ruonber shortage problem (meationed s a major drawback by 56% of
residence and 60% of business customers).

> Thes swongest benefit of new customers is that all currenr customers
would keep the 203 area code (mentioned as & majoc drawback by 55%
of residencs and 56% of business customers). However. two drawbacks
of this option outweigh this beneflt — the fact that there could be differerz
area codes within the same business or household (3 major drawback ©
69% of residence and 74% of business customers), and the fact that
neighbors could have &ifferent area codes (s major drawback to 62% of
residence and 64% of business customers).

Afder customers wers isken through the list of potential benefits and drawbacks for

] The Taylor Greup, Inc.



¢ The proportion of customers cﬁoosing geographic spli as the opton they'd
prefer to see adopted right now weat from:

> “ﬁmuﬁdencemmbefm&sedimmionofbemﬁsmd
drawbacks, to 57% after the discussion.

> 54% among business customers before the discussion, to 60%.

¢ By contrast, while the proportion choosing new cusromers remained fairly
constant across the two measures, the proportion choosing specific services
declined somewhat, from:

» 27% among residence customers before the discussion of benefits and
drawbacks, to 22% after the discussion.

> 31% among business customers before the discussion, to 26%.

6. When customers are asked to name what they consider to be the most effective
methods of commumicating the area code change to customers, they’re most likely to
mention bl inserts. A separste mailing from SNET, television ads, and newspaper ads
Sform a secoad “tier”™ of preferences when it comes to communications methods.

e 60% of both residence and business customers feel thar bill inserts would be an
effective method of communicating the change; :

e 45% of residence and 51% of business customers mentioned 2 separate mailing
from SNET;

e 45% of residence and 44% of business customers mentioned television ads;

e 41% of residence and 42% of business customers mentioned newspaper ads.

Conclusions

The findings from this ressarch demonstram that when customers are given a choice
among thres possible methods of inttuducing a new area code in Connecticut, the geographic
spliz approach is the clear preference among residence and business customers alike. [n fact,
even customers with cellular phonss or pagers — customers who would in many cases need o
have their equipment reprogrammed — are no less likaly to faver the geographic splis optioa.

mWﬁthNMQﬁtop&nhMbym

becanse, according to tham, it would offer the clearen:, easiast to grasp, and most logical
solution to the number shortage problem. On the other band, the asw customers option
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seemed to be the legst clear and logical approach: in particular, customers were very
concerned about the fact that a household or business could bave different area codes within
the same location. Moreover, while the specific services approach might offer a solation
thar is relatively clear and easy to undersand, customers do not like the fact that this option
would only =mporarily address the number shormge problem.

In the end, when customers wars asked to re-assess their preferences on the basis of
the survey's discussion of benefits and drawbacks, thair choice of geographic split was, if
anything, even stronger than it was initially. All in all, the survey findings demonstrate that
whether the question is asked on & top of mind basis, or after & detziled discussion of the pros
and cous of each option, geographic split remains the clearest preference among residence
and business customers throughout the state.

10 The Tayler Geoup, Inc.



Initial Reactions
and Preferences

Introduction Aswesuggmdinthemw:hisnpm

this research was designed t© understand customers’
preferences regarding the inroduction of 2 new area code at two “points in time™ — first,
after hearing a simple, brief description of each method, and second, after having beea
exposed to potential strengths and weaknesses of each method. In this chapter, we'll
examine the “pre-streagths and weakmesses™ compooent of this measuremeat, and we'll
see that across all customer types, the geographic split opton was the most preferred
optica, by a significent degree. |

WAM Before survey respondents were askad to react o the
area code opticns themselves, they were first asked if
they had heard, before our imerview, about “the

possibility of a new area code for Connecticut™ As the following table indicates, a slight

business customers & bit more likely to be aware than residence customers.

’

1 Tha Tayler Greup, Inc.



Within the residence population, cellular and pager customers are somewhat more
likely than customers as a whole to say they’ve heard about the new area code issue. In
fact, residence customers who have both a cellular phone and a pager in the household are

significanrly more likely than average to be aware of the issue.

u.:’i.w J"... .
3 '\'-u -0- *

.
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Business awareness was less likely to vary by key characteristics. In fact, levels of
awareness were statistically indistinguishable between smaller businesses and large

12 The Tayler Greup, Inc.



Initial Reactions to Survey respondents were next preseated with a brief
Each Option description of each area code optioa (in order to
in which the options were presented was randomized across the sample). After each
description was read, survey respandents were asked whether they considered that option
to be “fair or unfair.”

The:sulntoﬂ:ﬁiniﬁnlfairm:vs.wfaimqnsﬁmubibinapnmof

response that, as we’ll see, is consistent throughout the survey findings:

o First, respondents were most likely to consider geographic splir to be a fair
option — that is, they were mare likely to call this option fair than to call the
other two options fair. And as we’ll see throughout this report, customers
across the board — residence and business, wireless and non-wireless -
consistently chose geographic split as their most preferred option.

e Second, respondents were most likely to consider new customers (which is
how we referred to the “distributed overlay™ option in the survey) to be unfair.
And we'll see thar this option was, for the most part, the leas? preferred of the
thres opticns, among all types of customers.

The following table shows the resulrs for residence and business customers

geoenlly:
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The fairness/unfairness results show few major differences by type of customer,
especially within the residence sample. In fact, interestingly enough, cellular customers
and paging customers are no less likely to consider the specific services option to be fair -
- an opticn that would essentially single them our for a new ares code.

14 The Tayler Grenp, 1nc.



How is it possibie thar a majority of cellular and paging customers consider the
specific services option to be fair? Although we did not directly ask this question as part
of the survey (thar is, we did not ask something liks, “Even though you are a cellular
customers, you cousider the specific services option fair — why is thar”), we can gather
‘mhﬁmmmmbyminiumwaqmabdhminm
interview. hﬁsmmmmwuﬂwnwmp@md
option were agked to explain why this was their first choice.

| The resulrs to this question suggest that s number of cellular and paging

customers are in favor of the idea of 2 separate area code for these sarvices, because such
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ap option would distinguish these services in a positive way. For example, cellular and
pager Customers are actually more likely than other customers (ie.. customei's who have
neither service) to say that specific services:

* Woald make it easier for people to know when they're calling a cellular phoge
or pager (28% of cellular and 15% of paging customers who preferred specific
services cited this as their reason: the comparable proportion among non-
subscribers who chose this option is just 6%);

e  Would be “easy.” “logical,” ar “less confusing™ (meationed by 32% of cellular
and 37% of paging customers who preferred specific services, vs. 27% of noan-
subscribers);

e Would make it “easier to keep track of numbers™ (14% of cellular and 16% of
paging customers, vs. 3% of non-subscribers).

Thus, it appears that for many customers who consider the specific services option
t be fair — and in particular, for many of the cellular and paging customers who feel this
way — the operative word is “easier.” These custorners feel thar such an option would
mhnaﬁsmmwhenmisamuaanmm«m.

Cusmmwm On the basis of the initial descripdons of the three
optioas, customers were asked to state which of the

thres opticns they would “prefer © see adopted right now." Coasistent with the findings
oa the faimess of each optioa, customers across the board are most likely, by a significant
degree, ™ choose gedgraphic split as the option they’d like to see adopeed right now.
Specific services ranks a dstant secood: new cusiomers raaks 2 distant thixd

The following table shows the overall results for residence and business
customers generally:
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‘While business customers in general prefer geographic split, prefereaces for this
option are especially strong among large business customers. (As we'll see in the
following chapeers of this repoxt, large businesses react srougly against the new
customess option in particular — and agains the idea thar with this opcion, business
customers who add fines woald end up with two ares codes within the same Jocation.)
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We also examined preferences among various subgroups of both residence and
business customers. And while geographic split is preferred virtually across the board,

there are some interesting differences in response to this question by type of customer.

For example:

Residence Customers:

As ooe might expect, residence customers who say they have plans to add a
new telephoue line in the next six mooths are less likely than average to prefer
new customers option (10%, vs. 16% among all residence customers).
Instead, while a majority of these customers prefer geographic split (56%). a
higher than average proportion prefer specific services (34%, vs. 27%).

Among residence customers, the survey suggests that older customers are
somewhat less likely than average o favor geographic split (aithough
geographic split novertheless gers higher proportions than the other options).
For exampie, compared to a residence-wide average of 54% choosing
geograpbic spliz, the proportion is 47% among customers aged S0-64 and 47%
among customers aged 65 or oldes. |

wwwumm(mmwmm
(49%) are also slightly Jess likely to prefer geograpbic splic

The survey results suggest that preference for geographic split increases with
level of education — from 48% of those with a high school education or less,
 55% of those with some college education, to 63% of those with a college
degree. In tum, customers with a high school education or less are a bit more

likely than average to prefer new customers (21%).

Geographic spli is also more likely t be preferred among whites (S7%) than
among African Americans (35%) or Hispanics (40%). In fact, African
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Americans are one of the few residence subgroups who seem ouly split on the

m.code issue generally — 35% prefer geographic split, 37% prefer specific
sexvices, and 27% prefer new customers. .

o Preferences for geographic split increase as level of income increases — from
46% among those with an income of $35,000 or less, 10 51% among those
with an income between $35,000 and $50,000, 1o 69% among those with an
income over $50.000.

o Geographic split is somewhat more likely than average o be preferred by
customers with children in the household (59%).

Bursiness Customers:

¢ Business cuctomers whe are plauuiug v wdd new lines are aiso unlikely o
choose new customers (4%, vs. 12% among all business customers). .
However, business customers in this group are also less likely than average o
prefer specific services (13%, vs. 31%), and are much more likely to prefer
geographic split (83%, vs. 54%). (The beavy preference for geographic split
is in part explained by the fact that the subgroup of business customers who
are planning to add lines is disproportionately made up of large businesses.
And as we've just seen, large businesses are more [ikely than average to favor
geographic split in the first place.)

o Basiness customers who have been in operation fewer than 2 years are less
likely than average to prefer new customers (5%).

o Interestingly, preferences for the various options do not tend to vary
significantly by the type of equipment the customers has — equipment that
might have t be reprograznmed under certain options. For example, business
cuswrners with fax machines, celluiar phones, pagers, and antodialers follow -
the same pattarn that other customers follow — geographic split is most
preferred, followed by specific services, followed by new customers.

Customers were also asked for their second choice out of the three; the findings

e Residence Results:

> Among those who chose geographic spliz first, a majority chose
specific services as their second choice (63%).

19 The Taylor Greup, Inc.



> Among those who chose specific services first, geographic splir was
the most common second choice (61%);

> Among those who chose new customers first, spectfic services was the
most cominon second choice (55%).

o Business Results:

> Among those who chose geographic spliz first, a significant majority
chose specific services as their second choice (74%).

> Among those who chose spectfic services first, geographic split was
the most common second choice (64%);

> Among those who chose new customers first, spectfic services was the
most common second choice (61%).

Natunlly, because we asked customers to name their first and second preferences,
we can also determine which option is Leas? preferred of the three. Among resideace
customers, most consider new cuszomers to be their least preferred option - 54%. Moch
smﬂumoﬁmmﬁdumwunicn (26%) or geographic split (20%) to
the option they'd Leasr like to see adopeed.

Business customers are even more likely to consider new customers to be the least
atractive option — 66% af business customers ranked this option last. By contrast, oaly
19% ranked specific services last, and only 15% ranked geographic split last.

Which i

The F. ion ares code option customers personally prefer
is one issus; which option they think would be
Jairest for everyone in the stats ig, at least in theory,

a somewhat different issue. For example, a given customer might feel that a particular

option would not benefiz him oc ber personally (e.g., specific services for a cellular
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customq). bur thar same customer might also fes} that such an option would b;fabm.
considering the interests, needs, and characteristics of customers (residence asd business)
across Connecticut.

It turns out in this case that the distribution of options on this fairmess measuge is
Mmmummmmmz
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not necessarily mean that all customers chose the same option as both preferred and most
fair. In fact, some customers did distinguish between options that are personally
preferred and options that are perceived as fairest. However, the degree to which this was
thecnzvudbyopm

o Those who odiginally chose geographic split as most preferred had a strong
tendency to also choose geographic split as fairest.

e While thoss who preferred coe of the other optioas also had a tendeocy ©
stick with that option as faicest, they were somewhat less likely o doso. And -
whare customers did make a different choice, they wezs most likely to feel that

For example, as the following table shows:

e 83% of residence customers who selscted geographic split as their most preferred
option continued to choose geographic split as the fairest opdoa.

. mhmmmmeMmuMu
their preferred option, a lower 68% of residence customers continued to choose
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that option as fairest And a total of 18% of these customers felr that geographic

spliz was acmally the fairest option.

o The results are almost identical among those who chose new customers as most
preferred — 67% continue to think it would be fairest, but 18% feel that

geographic split would be fairest.
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The results are similar for business customers - although business customers who

personally preferred geographic split are even more likely than residence customers to

stick with that option as fairesz. What's more, business customers who initially chose

specific services as their most preferred option are even more likely than residence

customers to switch to geographic split as fairest.
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Conclusion The results from this chapter poinr srongly to the

geogranhic split option as the updon that customers
both prefer and consider to be fairest for everyone in the state. The results also point
stroagly to the distributed overiay (a.k.a new customers) option as the least preferred of
the three. Interestingly, these results are consistent among customers regardiess of
wireless status; for example, even though geographic split would require cellular and
paging customers to bave their equipment reprogrammed, majorities of even these
customers prefer geographic split ~ by significant margins — over specific services and
new customers (the ope option that would not require reprogramming).

In the next chapter, we'll examine the reasons underlying customers’ choices —
including top-of-mind reasons for preferring a given option, as well as reactions to
powntial benefits and drawbecks of each. We'll see evidence that geographic split is the
option of choice becanse it is perceived by customers as logical and less confusing. We'll
also see that each of the other services is saddled with a significant concern that keeps
customers from choosing it.

Finally, in Chapeer 3, we'll examine the impact of this “education™ process — ie.,
we’ll examine the extent to which the discussion of potential benefits and drawbacks in
the interview cansed customers 1o change their minds about the options they prefer and”
consider fairest.
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2 v - Perceived Benefits
and Drawbacks of
Each Option

Introduction In this chapter, we'll examine the perceptions and
amitudes underiying customers’ reactions to each of the
three area code options tested in the research. These perceptions and antimdes were
gathered in two ways: first, by asking customers to explain why they chose a given
option as most preferred, and second, by asking customers to react to a sumber of
predetermined benefits and drawbacks of each option.

Top of Mind Reasons In Chagter 1, we saw that the majority of both

for Preferences nesidence and business customers choose geographic
split as the ares code optioa they prefer most. And

when these customers are askad why they prefer this option. words like clear. easy, and
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Spedﬁciny, the top three reasons for choosing geographic splir as most preferred
were the following: '

o Eavy, logical, or less confasing [than other options]: Meatione- by 42% of
residence customers and 41% of business customers;

o Clear division of different regions: Mentioned by 21% of residence
customers and 29% of business customers;

o Easier to make calls when you know the region to begin with: Mentioned by
12% of residence customers and 27% of business customers.

Indeed, the srength of the geographic split option seems to rest in the fact that it
appears clearer and more simple to customers — since one would more easily know when
to dial the new area code and when not to.

Customers also offered some additional reasons for preferring this option,
incinding the following:

o Same customers explained that this approsch works well in other states
(meationed by 13% of residence and 11% of business customers);

o Others liked the fact that everyone in the same area would have the same
area code (mentioned by 10% of residence and 10% of business customers);

e  Others felt thar this would be the bes? long term option for the state
(mentioned by 10% of msidence and 11% of business customers).

This question was also asked of customers who chose the specific services option |
ampﬁ In general, although the most commonly mentioned response was thar
ths option would be casy, simple, and less confusing, the proportions mentioning this are
significantly lower than was tue for geographic split

As we suggested in the previous chaper, the findings reveal that & number of
customers who chose this option liked the ides that it would signal to a caller when be or
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she was calling 2 cellular phone or a pager. However, 2 aumber of ather customers were
more likely to have self-interest in mind when they chose this option. Some explicitly
stated that they preferred specific services because “my” area code would not change;
moreover, some business customers explained that they chose the option because in their
opinion. businesses should not have their area code changed.

Overall, the most popular responses for specific services were the following:

o Easy, logical, and less confusing: Mentioned by 29% of residence customers
and 30% of business customers;

o People with specific services should have a new area code: Meationed by
20% of residence customers and 26% of business customers;

o My area code won’t change with this: Meationed by 20% of residence
customers and 18% of business custozmers;

e Businesses should not get a new area code: Meationed by 4% of residence
customers, but 2% of business customers.

The relstively small proportion of customers who preferred new customers
esseatially restated the way the option would work in explaining the reasons for their
choice — stazing that they doun't think existing customers should have their area code
changed, or that it’s more appropriate to give brand new customers the new ares code. In
um:wmmmwm;mdmmm
this option becanse they doa't think businesses should have to got a aew area code.

Finally, although a sizabile proportion of customers chose this option because they
think it will be easy, Wudhsm:,ﬁem,aﬁn.isw
lower than it was for geographic split.

Ovenll, the most popular reasons for choosing new customers were the following:
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* Old customers should not be disrupted: Meationed by 38% of residence
customers and 48% of business customers;

¢ New customers should get the new area code: Meutioned by 27% of
residence customers and 17% of business customers;

¢ Easy, logical, less confusing: Meutioned by 26% of residence customers and
22% of business customers;

e Businesses should not get a new area code: Meationed by 3% of residence
customers, bat 19% of business customers.

All in all, when we consider the fact that (1) customess are most likely to prefer
the geographic split option genenally, and (2) customers are most likely to choose this
option because they coasider it easy, logical, and less confusing, we can conclude the
following: Mkmmmuumww‘smimmn:mmkm
area cade approach that is clear and easy to understand.

RcacﬁonsmBmcﬁts All customers, regardless of their preference, were
and Drawbacks asked to react to a list of potential benefits for each

| option, as well as a list of poweatial drawbacks. In
mmmwmmmumm:oua
mrbm«wm«wcm thwmmw
whether they consider each t be 2 major drawback, a minor drawback, ot nor a
drawback.
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Geographic Spiit: The benefits and drawbacks tested for geographic spiiz were the
following: -
Benefits:

o There would be a clear dividing line in the state between one area code and the
next,

e Everyone in the region would have the same area code.

Drawbacks:
o About one-half of customers in the staze would get a new area code;
. Ah:'emmbaofmmmwouldmdw@dmmeirsuﬁmery;

e A large number of businesses would peed to update their advertising and
business cards;

e Custoners with celluler teiepboaes or pagers woald need to bring their phones

and pagers to a specified location, in order to have them reprogrammed with
the new area code;

s Business equipment such as fax machines, modems, alarm systems, and
automatic dislers would need m be reprogramumed.

hanmmmemhwbauﬁnofmgngmphk |
spliz option as major benefits than they aze to see the tested drawbacks as major
drawbacks. In other wopds, the proportions rating the benefit statements as major benefits
are higher than the propoctions rating the drawbacks statements as mgjor drawbacks.
The results are indicatad in the following table:
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The table also demonstrates that reactions o these benefits and drawbacks do not
vary coasiderably by type of customer — residence vs. business, wireless vs. non-wireless,
large vs. small business. The only major differences that do exist are the following:

¢ Business customners in geperal are, pot surprisingly, more concerned than
residence customers about having to update statioaery;

o Large business customers in particular are more likely to see both of the tssted
benefits of this option — everyooe in the same region would have the same
ave code:, and the fact thar there'd e » clear divading line between regioas ~
as major benefits.

We should point out that significant minorities of cellular and paging customers

coasider the need to reprogram their equipmeat a major drawback of this option.
However, even these customers are much more likely to consider each of the beaefits

tested to be major benefits. In other words, cellulsr and paging customers apparendy feel
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thuthebeneﬁn‘ofthisopﬁonsisniﬁmnﬂyonmeighthedrwbukofhwingtohave
their equipment reprogrammed. .

All in all, then, the results corroborate the findings uncovered whea examining
customers’ top-of-mind reactions — namely, customers like the ease and clarity that
would result from the fact that everyone in the region would have the same area code,

and thar there would be a clear dividing line between regions.

Specific Services: The benefits and drawbacks tested for specific services were
the following:

Beneftis:

o All standard teiephone service would use the existing area code;

o Fewer customers would bave to switch area codes;

e Fewer customers would have to opdate their stationery, business cards, etc.

Drawbacks:

o Customers with certain services, such as cellulsr phones or pagers, would
need to bring their phooes or pagers to a specific location, in order to have
them reprogranuned with the new area code;

« For wchaological reasous, this method would cnly temporarily resolve the
axmber shoctage problem. Within & few years, one of the other options would
bave o be adopeed;

« Because some local calls would be o 2 different area code, many local calls
would require dialing 10 digits;

+ Business equipment making outgoing calls ~ such as fax machines, modems,
alarm systems, and sutomatic dialers ~ would need to be reprogrammed to -
~ take 10-digit local calling ingo account;
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o Tt:;twouldbe 10 geographic boundary berween area codes.

The findings indicare that according to customers, specific services u;omd bring
withitasigniﬁamdnwba:k—mefactthatmisWuann:amem
number shortage problem. In fact, customers are more likely to rate this as 2 major
drawback of specific services than to rate any of the benefits as major beaefits.

What's more, the fact that the option would only temporarily resolve the nurmber

shortage problem — and that another area code solution aeed to be adopted down the road

~ is a perticular concern among large basiness customers.
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The table once again shows that business customers are more coocerned than
residence customers abour the need to updats stationery. But other than that (and the fact.

mentioned above, that large business customers are especially concerned about the

31 The Tayler Geowyp, Inc.

. S SN G cumme A - - - . - - .-



